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Abstract 
This study attempts to identify the salient factors affecting tourist food consumption. By 
reviewing available studies in the hospitality and tourism literature and synthesising insights from 
food consumption and sociological research, five socio-cultural and psychological factors 
influencing tourist food consumption are identified: cultural/religious influences, 
socio-demographic factors, food-related personality traits, exposure effect/past experience, and 
motivational factors. The findings further suggest that the motivational factors can be categorised 
into five main dimensions: symbolic, obligatory, contrast, extension, and pleasure. Given the lack 
of research in examining tourist food consumption systematically, the multidisciplinary approach 
adopted in this study allows a comprehensive understanding of the phenomenon which forms the 
basis for further research and conceptual elaboration. 
 
Keywords:  tourist food consumption; travel eating behaviour; food and gastronomy; food consumption 
in tourism. 
 
1. Introduction 
 
Tourist food consumption, a crucial form of tourist consumption, has largely been neglected 
in the hospitality and tourism literature (Cohen & Avieli, 2004). This neglect was due to the 
traditional notion that food is a ‘supporting resource’ (Godfrey & Clarke, 2000) which 
supplements a destination’s appeal to its tourists, and also to the conventional view that eating 
while travelling is a ‘supporting consumer experience’ (Quan & Wang, 2004), one that is largely 
an extension of tourists’ daily routines. However, recent years have witnessed a surge of research 
interest in food consumption in tourism, covering areas such as food service (Nield, Kozak, & 
LeGrys, 2000; Sheldon & Fox, 1988), local food consumption (Kim, Eves, & Scarles, 2009; Ryu 
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& Jang, 2006; Torres, 2002), food/gastronomic experiences in tourism (Chang, Kivela, & Mak, 
2011; Kivela & Crotts, 2006, 2009), and tourist food preferences and choice (e.g., Chang, Kivela, 
& Mak, 2010; Torres, 2002). This growing interest is fuelled by an increasing number of 
destinations utilising their culinary resources in promoting and differentiating themselves from 
others, for example, Australia, New Zealand, Italy, and Singapore (Chang et al., 2010; Hall & 
Mitchell, 2002a; Scarpato, 2002). Despite the recent growing attention, Kim, Eves and Scarles 
(2009), however, point to the fact that research in the field is in its infancy and its basic tenets is 
still being established. The need for research on this important aspect of hospitality and tourism 
has been urged by a number of researchers (Chang et al., 2010; Cohen & Avieli, 2004; Stewart, 
Bramble, & Ziraldo, 2008). Au and Law (2002) contend that tourist food demand tends to be 
inelastic. Other studies indicate that food consumption expenditure can constitute up to one-third 
of the total tourist expenditure (Telfer & Wall, 2000). Hence, the economic benefits brought by 
tourist food consumption can significantly affect the economic viability and sustainable 
competitiveness of a destination and the hospitality businesses operating in the locality.  
 
While the economic significance of tourist food consumption is recognised, little research 
has systematically and comprehensively explored the factors affecting tourist food consumption. 
This study attempts to address this deficiency by consolidating existing hospitality and tourism 
literature to identify the salient factors affecting tourist food consumption and the 
interrelationships among these factors. Taking into consideration the idiosyncratic nature of food 
consumption in tourism – its essentiality on one hand (Richards, 2002) and its symbolic nature on 
the other (Chang et al., 2010; Kivela & Crotts, 2006) – a multidisciplinary approach is adopted in 
this study. The aim is to synthesise relevant perspectives from hospitality and tourism, food 
consumption, and sociological research to generate a thorough understanding of the phenomenon. 
However, due to space constraints, this paper does not address the relationships between food 
production and consumption in destinations; rather, it is focused on the literature dealing with the 
socio-cultural and psychological factors affecting tourist food consumption. 
 
 
2. Tourist Food Consumption 
 
Food consumption studies are predominantly concerned with understanding the 
determinants of various food-related behaviours, most commonly including liking, preference, 
choice and intake. Although many studies used these terms interchangeably, there are subtle 
differences between them. Food liking refers to ‘the palatability or pleasure obtained from tasting 
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a given food’ (Giesen et al., 2010, p. 966), whereas food preference ‘assumes the availability of at 
least two different items, and refers to the choice of one rather than the other’ (Rozin & Vollmecke, 
1986, p. 434). Although in most cases people prefer foods that they like better, food liking is only 
one of the motivations that may account for a preference. Factors such as availability, perceived 
health value, convenience, and economic considerations that can influence food preference may 
not affect food liking (Logue, 1991).  
 
Food choice refers to ‘a set of conscious and unconscious decisions made by a person at the 
point of purchase, at the point of consumption or any point in between’ (Herne, 1995, p. 13). In an 
aggregate form, food choice creates the consumer demand for suppliers in the food system who 
produce, process, and distribute food (Sobal, Khan, & Bisogni, 1998). Food choice also plays an 
essential role in the symbolic, economic, and social aspects of life as it is a way to express 
preferences, identities, and cultural meanings (Sobal et al., 2006). Food intake refers to the amount 
of food actually consumed by an individual (Kissileff & Van Itallie, 1982). It is usually stated in 
terms of weight, calories, or volume of mixed quantity of macro- and micro-nutrients in food 
research.  
 
In summary, food liking, preference, choice and intake refer to overlapping, but not 
precisely equivalent concepts associated with food consumption behaviour (Logue, 1991). Rozin 
(2006, p. 24) provides a rather succinct description of their relationship: ‘liking is a major 
determinant of preference, and preference is a major determinant of intake, but many other 
variables intervene’. To risk oversimplification, their relationship can be summarised as Fig. 1, 
with ‘intervening variables’ suggested by Rozin (2006) being depicted as one single variable that 
exert indirect influences. These ‘intervening variables’, which can be grouped into three broad 
categories: the individual, the food, and the environment, are discussed in the subsequent section. 
Taking into consideration the practical usefulness of food preference over food liking, the social 
and economical significance of food choice in its aggregate from, and the potential difficulties to 
measure tourists’ food intake during their travel, the primary focus of this study is on tourist food 
preference and choice. Additionally, this focus also reflects the current state of the field, for 
existing studies on tourist food consumption largely adopted the preference and choice approach 
(e.g., Chang et al., 2010; Kim et al., 2009; Torres, 2002).  
 
 
* please insert Fig. 1 about here 
 
Food consumption is recognised as a complex behaviour, with cultural, social, psychological, 
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and sensory acceptance factors all playing a role in the decision-making process (Köster, 2009; 
Sobal et al., 2006). Various attempts have been made to address the plethora of factors affecting 
food consumption (e.g., Booth & Shepherd, 1988; Eertmans, Baeyens, & Van den Bergh, 2001; 
Fotopoulos et al., 2009; Furst et al., 1996; Khan, 1981; Steptoe, Pollard, & Wardle, 1995). In 
general, food researchers agree that these factors can be classified into three broad categories: the 
individual, the food, and the environment (Gains, 1994; Meiselman et al., 1999; Randall & Sanjur, 
1981; Shepherd & Raats, 1996). The food itself contributes sensory attributes such as flavour, 
aroma, texture, and appearance; whereas the environment presents cultural, social, economic and 
physical influences. As for the individual, socio-cultural, psychological, and physiological factors 
are recognised to exert direct or indirect effects on food consumption behaviour. Amongst these 
three broad categories, factors relating to ‘the individual’ are widely accepted to be extremely 
crucial in explaining the variations in food consumption (Rozin, 2006).  
 
By adapting Randall & Sanjur’s (1981) theoretical model which categorises the factors 
influencing food preferences into the individual, the food, and the environment, the present study 
proposes that potential factors affecting food consumption in the context of tourism can likewise 
be categorised into three main categories: the tourist, the food in the destination, and the 
destination environment (Fig. 2). Food in the destination presents factors such as sensory 
attributes, food content, cooking methods (Chang et al., 2010; Cohen & Avieli, 2004). The 
destination environment contributes factors such as gastronomic image/identity, marketing 
communications, service encounter, and servicescape (i.e., physical elements in a consumption 
setting’s built environment) (Chang et al., 2011; Fox, 2007; Harrington, 2005). Arguably, these 
factors can be more complex than food consumption in home settings, for there is a substantial 
change in both the ‘food’ and the ‘environment’ components. Above all, tourists’ former attitude 
towards food and eating might change, and a different set of motivations might influence their 
preferences and choice of food in the new and unfamiliar environment. Limited space precludes a 
full discussion of the wide ranging factors classified under these three categories. Given the focus 
of this study is on tourist food consumption, the factors pertaining to the tourists are elaborated in 
the ensuing sections. 
* please insert Fig. 2 about here 
 
3. Factors Influencing Tourist Food Consumption 
A review of tourism literature reveals that existing studies on tourist food consumption are 
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largely related to the areas of food service (Nield et al., 2000; Sheldon & Fox, 1988), local food 
consumption (Kim et al., 2009; Ryu & Jang, 2006; Torres, 2002), food and gastronomic 
experiences in tourism (Chang et al., 2011; Kivela & Crotts, 2006, 2009), food as a form of special 
interest tourism (Hall et al., 2003; Ignatov & Smith, 2006; Long, 2004), and tourist food 
preferences and choice (Chang et al., 2010; Torres, 2002). Although there is a lack of attempt at 
systematically addressing the factors affecting tourist food consumption and their 
interrelationships, the above studies provide important groundwork for understanding the 
phenomenon. Based on the findings of these studies, it is evident that a distinct set of factors may 
influence tourist food consumption behaviour. These potential factors can be classified into the 
following five main categories: cultural and religious influence, socio-demographic factors, 
food-related personality traits, exposure and past experience, and motivational factors. Table 1 
presents the five factors along with respective authors and related concepts. The ensuring sections 
elaborate on these factors by drawing evidence from the tourism literature, as well as 
incorporating theoretical insights from food consumption and sociological research. 
 
* please insert Table 1 about here 
 
3.1 Cultural and Religious Influences 
Culture and religion have long been recognised as major determinants affecting general food 
consumption. Culture can be defined as a shared set of characteristics, attitudes, behaviours, and 
values that helps groups of people decide what to do and how to go about it (Goodenough, 1971). 
Culture ‘guides’ the behaviour of a particular group in all affairs of life and designates the socially 
standardised activities of people, including the human ‘foodways’. Accordingly, culture is a major 
determinant affecting the types of substances that a person considers appropriate to eat (Atkins & 
Bowler, 2001; Logue, 1991). It defines how food is coded into ‘acceptable’ or ‘unacceptable’, and 
‘good’ or ‘bad’ within a particular social group (Mäkelä, 2000). Culture further determines which 
foods and food qualities are acceptable in terms of their sensory properties (Prescott et al., 2002). 
This process is manifested in the existence of culturally specific ‘flavour principles’. According to 
Rozin and Rozin (1981), basic foods, cooking techniques, and flavour principles are three major 
factors that differentiate a cuisine, and flavour principles refer to the distinctive seasoning 
combinations which characterise many cuisines.  
 
Religious background are also considered as crucial determinants affecting food choice and 
consumption (Khan, 1981). Religious beliefs have an impact on food consumption when certain 
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foods are prohibited (e.g., Islam, Judaism), particular preparation methods are mandated (e.g., 
halal, kosher), or fasting or feasting practices are observed (e.g., Ramadan) (Packard & 
McWilliams, 1993). These practices and restrictions can result in stable and rigid food habits 
(Khan, 1981) and thus, not just affect food consumption in tourists’ home settings, but also in the 
context of tourism. Using Muslim tourists as an example, Islamic teachings about eating 
behaviour have classified the food broadly into halal (permissible) and haram (prohibited). It is 
obligatory for all Muslims to eat only halal food even when they are travelling in foreign 
destinations (Bon & Hussain, 2010).  
 
The influences of culture and religion on tourist food consumption have been recognised by 
a number of hospitality/tourism studies. For example, Pizam and Sussmann (1995) indicate that 
Japanese, French, and Italian tourists were observed as avoiding local food in the host destination 
and always preferring to eat their own cuisine; whereas American tourists were perceived to have 
a slight preference for local food in the host destination. Similarly, March’s (1997) study, which 
involved interviews with various stakeholders in the travel industry, has identified a number of 
behavioural similarities and differences amongst tourists originated from five Asian outbound 
markets (Indonesia, Japan, South Korea, Taiwan and Thailand). One of the behavioural differences 
is food consumption pattern, which was found to be influenced by cultural or religious factors. As 
March (1997, p. 234) states, ‘as Muslims, Indonesians require specially prepared halal food, while 
Koreans have a strong preference for their own cuisine.’ In a study on the role of food service in 
vacation choice, Sheldon and Fox (1988) found that Japanese tourists tended to be less willing to 
try new cuisines compared with U.S. and Canadian tourists when holidaying in Hawaii. Torres’s 
(2002) study found discernible differences in food consumption and preferences amongst Yucatan 
tourists of different nationalities and tourist-types. She found that while there was considerable 
demand for Mexican food, tropical fruits, and organic foods among all tourists in the sample, 
demand appeared to be greater amongst non-American and ‘off-beat’ tourists. Interestingly, many 
the above studies lend support to Cohen and Avieli’s (2004, p. 775) contention that ‘Asians abroad 
tend to be less disposed than Westerners to partake of the food of “others”, and are more 
dependent than the later on establishments providing their own national cuisines.’ 
 
Despite the preliminary evidence presented above, relatively little is known about to what 
extent and in what specific aspects culture and religion have impacted food consumption in 
tourism. Until recently, a number of tourism studies have shed more light on the topic. For 
example, Tse and Crotts (2005) propose a link between tourist culinary choice and their national 
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culture. Their findings indicate that respondents from low ‘uncertainty avoidance index’ countries 
(Hofstede, 2001), that is where people are less risk-averse, patronised a greater number and 
diversity of culinary offers in Hong Kong compared with respondents from high uncertainty 
avoidance countries. This presents an interesting proposition that national culture, in particular the 
risk-aversion domain, can exert significant collective influence on tourist food consumption. On 
the other hand, Chang et al. (2010) found that tourists’ culturally-specific ‘core eating behaviour’ 
is a crucial factor affecting their food preferences on holiday. Tourists are generally more willing 
to accept changes in ‘secondary’ foods (i.e., foods eaten widely and often, but not daily) and 
‘peripheral’ foods (i.e., foods eaten sporadically) on holiday, yet tend to remain steadfast to ‘core’ 
foods (i.e., staples that are consumed almost daily). This supports the core and peripheral foods 
model in food consumption literature (Kittler & Sucher, 2004) which suggests that core foods are 
closely associated with a culture and face the biggest resistance to be changed or modified. 
Furthermore, Chang et al. (2011) found that tourists’ own food culture can exert a great deal of 
influence on their perceptions and evaluation of foreign food, particularly in terms of flavour and 
cooking method. The finding highlights the importance of understanding the ‘cultural distance’ 
(McKercher & Chow, 2001) and culturally-specific ‘flavour principles’ (Rozin & Rozin, 1981) 
between tourists’ native food culture and the host food culture in affecting tourist food 
consumption.  
 
As for religious influence, Hassan and Hall (2003) is one of the few attempts in examining 
how religious beliefs have impacted the food consumption behaviour of Muslim tourists visiting 
New Zealand. It was found that a vast proportion of the sample (82.2%) would always look for 
halal food when travelling in New Zealand, and a majority of them (39.6%) stated that they 
always prepared their own meals due of a lack of knowledge of the availability of halal food in 
New Zealand. Alternatively, Cohen and Avieli (2004, p. 760) suggest that ‘while on tour, many 
Israelis tend to relax their avoidance of non-kosher food, but remain extremely worried about 
hygiene and about culturally unacceptable food such as dog, cat, and reptile meat’. This echoes 
with Rotkovitz’s (2004) argument that given the transient nature of tourism, even 
kosher-observant tourists might take on greater psychological openness to experimentation with 
new foods or foodways when on holiday.  
 
3.2 Socio-demographic Factors 
Socio-demographic factors commonly include indicators such as age, gender, marital status, 
education level, occupation, and household income to reflect the socio-economic and demographic 
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status of an individual. While closely related to cultural background, socio-demographic factors 
allow investigations into socio-economic and demographic variables as within-culture 
determinants of food consumption. In many food consumption research, socio-demographic 
factors are recognised to be important variables in explaining variations in food consumption in 
different contexts (e.g., Furst et al., 1996; Khan, 1981; Randall & Sanjur, 1981). In particular, 
evidence suggests that age, gender, and social status (or social class) are significant in accounting 
for variations in food preferences. For example, Khan (1981) contends that owing to diminished 
taste and olfactory sensitivity, older people tend to display different food preferences as compared 
to younger persons. Rozin (2006) points out that meat avoidance, weight concerns, and preference 
for low-calorie foods are higher in women in USA.  
 
Evidence from the tourism literature suggests that tourist food consumption can be 
influenced by socio-demographic factors. For instance, Tse and Crotts (2005) found that tourists’ 
age was negatively correlated with the number and range of their culinary explorations. This 
suggests that elder tourists may consume a narrower range of foods available in a destination. Kim 
et al. (2009) also identified gender, age, and education as three socio-demographic variables that 
affect tourists’ local food consumption. In particular, female interviewees were found to be more 
interested in and excited about tasting local food when on holiday. Elder interviewees and 
interviewees with higher education level were found to be more concerned about health and had a 
stronger desire to understand and experience foreign cultures through local food consumption. 
However, using socio-demographic factors to explain variations in tourist food consumption is not 
totally unproblematic. Khan (1981) points to the interrelationship between certain 
socio-demographic factors, such as education, occupation, and age. As he contends, people with a 
higher education level might have a higher social-status occupation and can be older. 
Notwithstanding this shortcoming, socio-demographic factors provide important ways to examine 
how socio-economic and demographic variables serve as within-culture determinants of tourist 
food consumption. 
 
On the other hand, since food also serves as a ‘social marker’ which identifies one’s group 
(Rozin, 2006), social status is one of the pervasive factors affecting the types and quantity of foods 
eaten and the perceived meanings of foods. From a sociological perspective, structuralist Barthes 
(1975) notes that food preferences vary according to social class. In elaborating a ‘grammar of 
foods’ (in Barthes’ term, food can be interpreted as signs in a system of communication), Barthes 
(1975) further emphasises the signifying power of food; certain foods can be used to signify 
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concepts such as tradition, modernity, masculinity, femininity, superior, and inferior (Wood, 1995). 
Accordingly, food, to a certain extent, reflects the social status and self-identity of an individual. 
Post-structuralist Bourdieu (1984) also emphasises that the differences in food preferences are 
related to social class. For example, middle-class individuals who are rich in ‘cultural capital’ (in 
Bourdieu’s sense, cultural capital refers to a stock of knowledge and experience people acquire 
through the course of their lives that enables them to succeed more than someone with less 
cultural capital) tend to be keen to cultivate ‘taste’ for exotic and foreign foods to maintain 
distinctiveness (Bourdieu, 1984). As Heldke (2003) states, this cultivated ‘taste’ in foreign cuisine 
can enhance an individual’s level of sophistication, which is important for raising stature in future 
social situations. In this sense, the cultural capital theory is particularly germane in explicating 
social class differences in food consumption behaviour in tourism. In a recent study, Chang et al. 
(2010) found that middle-class Chinese tourists considered eating Australian local food would 
enable them to acquire new food knowledge so that they could have the capacity to discuss and 
evaluate Australian food. Accordingly, other than socio-economic and demographic status, social 
class and cultural capital are important concepts in understanding the variations in tourists’ food 
consumption behaviour.  
 
3.3 Food-related Personality Traits 
Food-related personality traits have begun to be recognised as important psychological 
variables affecting tourist food consumption. Food-related personality traits refer to individual 
characteristics that exert a pervasive influence on a broad range of food-related behaviours. In 
particular, two main types of traits can be identified from the tourism literature: food neophobia 
and variety-seeking. Food neophobia, or the reluctance to ingest novel foods (Pliner & Salvy, 
2006), is at the heart of the mechanism dictating human food choice. Humans, as omnivorous 
animals, will try various food sources, however, they will, at the same time, be cautious not to 
ingest toxic or harmful food sources. Food neophobia, therefore, is described as a ‘natural 
biological correlate of omnivorous exploratory behaviour’ (Köster & Mojet, 2007, p. 99). 
According to Pliner and Salvy (2006), food neophobia can be conceptualised as a personality trait 
involving a relative preference for familiar over novel foods. This condition is stable over time 
and consistent across situations. However, there are large individual differences in the extent of 
food neophobia. Pliner and Hobden (1992) developed the Food Neophobia Scale, a ten-item 
instrument, to measure individual differences in food neophobia. Research shows that when 
measured with the scale, people who are more neophobic tend to expect various novel foods to 
taste worse than the less neophobic, and thus are generally less willing to taste or choose novel 
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foods (Pliner & Hobden, 1992; Tuorila et al., 1998; Tuorila et al., 1994).  
 
Taking a sociological perspective, Fischler (1988) draws a distinction between ‘neophobic’ 
and ‘neophilic’ tendencies in taste, suggesting that a human has a natural tendency to dislike or 
suspect new and unfamiliar foods (neophobic), and yet, also has a propensity to search for novel 
foods (neophilic). He further describes the tension between the neophobic and neophilic 
tendencies as the ‘omnivore’s paradox’, one that constantly occurs in ‘the oscillation between the 
two poles of neophobia (prudence, fear of the unknown, resistance to change) and neophilia (the 
tendency to explore, the need for change, novelty, variety)’ (1988, p. 278). In the tourism literature, 
the food neophobia concept has been adopted to explain the difference in tourists’ food 
consumption behaviour. For example, Cohen and Avieli (2004) contend that local or indigenous 
cuisines in a destination can be an ‘impediment’ instead of an ‘attraction’ to many tourists. That is, 
although tourists may typically be eager or willing to engage in ‘novel’ or ‘unusual’ experiences 
(neophilic), eating involves the actual ingestion of unfamiliar food in the destination and thus, 
neophobic tendency might become more prominent. Likewise, Torres (2002) cites that many 
studies suggest that tourists in general prefer foods to which they are accustomed and resist trying 
local varieties. Kim et al. (2009) identified food neophobia and neophilia as two of the factors 
affecting tourists’ inclination to consume local food on holiday. They found that tourists, who have 
a predisposition to be neophobic, seem to be reluctant to eat exotic food. Chang et al. (2011) 
suggest that the neophilia concept provides justification for tourists’ inclination to seek various 
dining experiences when on holiday. 
 
Another food-related personality trait that can affect tourist food consumption is 
variety-seeking. Variety-seeking can be defined as ‘the tendency of individuals to seek diversity in 
their choices of services and goods’ (Kahn, 1995, p. 139). The trait can be measured by the 8-item 
VARSEEK scale developed by van Trijp and Steenkamp (1992). Variety-seeking tendency has 
been widely adopted in food consumption studies. For example, Inman (2001) found that 
consumers tended to switch more intensively between flavour than brand of tortilla chips and cake 
mixes. The study suggests that consumers are more likely to seek variety on sensory attributes 
(e.g., flavour) than non-sensory attributes (e.g., brand). The idea of optimum stimulation level 
provides a basis for understanding variety-seeking behaviour. According to van Trijp (1995), 
individuals tend to seek additional stimulation by adding variety or novel stimuli when the level of 
stimulation falls below the optimum. In contrast, they tend to avoid novel stimuli or variety if the 
level of stimulation is above the optimal point. Therefore, customers tend to veer away from an 
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item consumed during the last occasion. By selecting alternatives that have not been chosen 
recently, individuals may achieve optimum stimulation level, as well as prevent boredom and 
alleviate attribute satiation (Ratner, Kahn, & Kahneman, 1999; van Trijp, 1995).  
 
Research indicates that variety-seeking behaviour occurs frequently in the case of hedonic 
consumption for which diversity among features is a significant consideration (Ratner et al., 1999). 
Hedonic products can be referred to as products for which fun, pleasure, or enjoyment is a primary 
benefit, and they tend to generate stronger emotional responses (Carroll & Ahuvia, 2006). Tourism 
and gastronomy are often regarded as hedonic products, and thus, can be subject to the influence 
of variety-seeking behaviour. For instance, Kemperman et al. (2000) found that theme park choice 
is partly influenced by variety-seeking tendency. Quan and Wang (2004) suggest that 
variety-seeking behaviour can significantly affect food consumption in tourism. Chang et al.’s 
(2011) study reveals that variety is one of the key attributes affecting tourist evaluation of their 
food experience.  
 
3.4 Exposure Effect/Past Experience 
Based on the food neophobia concept, people generally prefer foods that they are familiar 
with. The mere exposure effect offers corroboration for this contention. The mere exposure effect 
refers to a ‘positive repetition-affect relationship that results from exposure alone’ (Obermiller, 
1985, p. 18). In other words, its essence is reflected by the old aphorism ‘familiarity breeds 
content’. Food consumption literature acknowledges that exposure to certain foods tends to 
increase preference for those foods, as familiarity increases with repeated exposure (Birch et al., 
1987; Luckow et al., 2006; Pliner, 1982; Stein et al., 2003). Past experience with a food also can 
significantly affect food consumption behaviour. Barker (1982) found that an individual’s past 
experience with a food contribute to the development of ‘food memories’ which are associated 
with the sensory attributes of the food. The exposure effect and past experience are found to be 
important factors affecting tourist food consumption. Tourists’ exposure to the local cuisine of a 
destination, acquired through previous visitation, can increase the familiarity of that cuisine and 
thus potentially enhance their preference towards it. The study conducted by Tse and Crotts (2005) 
supports this, indicating that repeat visitation was found to be positively correlated with both the 
number and range of tourists’ culinary explorations, whereas first-time visitation was negatively 
correlated. Likewise, Ryu and Jang (2006) found that past experience is one of the significant 
predictors of tourists’ intention to consume local cuisine in destinations.  
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Other than past experience obtained from previous visitation, tourists may have increased 
exposure to different foreign cuisines under heightened globalisation. Given the growing influence 
of globalisation, not only have tourists become more mobile, the food they eat has also become 
more international (Hall & Mitchell, 2002b; Richards, 2002). There is an increasing availability of 
both ethnic restaurants in tourists’ home settings and information sources about foreign cuisines 
(Cohen & Avieli, 2004), which provide tourists with the opportunity to become acquainted with a 
variety of foreign cuisines before they travel to the destination where these foreign cuisines 
originated. This might lead to changes in their travel food consumption behaviour. Although one 
might argue that foreign cuisines in home settings can be very different from those in the 
originating country, increased exposure and familiarity to foreign cuisine could at least be 
provided. Increased exposure and familiarity would not only affect the consumption of foreign 
cuisine in their home settings, but would also affect the consumption of the foreign cuisine when 
they travel. Chang et al. (2010) observed disparities in food consumption behaviour amongst 
Hong Kong, Taiwanese and Mainland Chinese tourists with varying degrees of exposure to 
Western cuisines in their home settings. Furthermore, tourists’ varying levels of exposure were 
found to be associated with different motivational factors and attitudes towards food consumption 
in tourism.  
 
3.5 Motivational Factors 
A growing body of studies have demonstrated that motivational factors can significantly 
affect tourist food consumption. First of all, a number of studies explore how food per se can be 
the major, or one of the major, motivations to travel to a destination (Hall & Mitchell, 2001; 
Hjalager & Richards, 2002; Long, 2004). Kivela and Crotts (2006) contend that motivation to 
travel for food/gastronomy is a valid construct, and that food plays an important role in affecting 
the overall tourist experience and intention to revisit a destination. Ignatov and Smith (2006) 
found that travel motivations and activities differed significantly among different Canadian 
culinary tourist segments. Furthermore, Fields (2002) adopts the typology of tourist motivators 
suggested by McIntosh, Goeldner, and Ritchie (1995) to elaborate on the interplay between food 
consumption and tourism. The four motivators are: physical, cultural, interpersonal, and status and 
prestige motivators. First, food can be a physical motivator as the act of eating is predominately 
physical in nature involving sensory perceptions to appreciate the food or tourists’ need for 
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sustenance. Second, food can also be a cultural motivator because when tourists are experiencing 
new local cuisines, they are simultaneously experiencing a new culture. Third, it might serve as an 
interpersonal motivator as meals taken on a holiday have a social function including building new 
social relations and strengthening social bonds. Finally, local delicacies can also be a status and 
prestige motivator, as tourists can build their knowledge of the local cuisine by eating as the locals 
do, and exploring new cuisines and food that they or their friends are not likely to encounter at 
home.  
 
While the proposition of Fields (2002) lacks empirical evidence, it suggests a theoretical 
linkage between tourist motivation and motivational factors underlying food consumption in 
tourism. Tourist motivation is recognised as an important construct in understanding tourist choice 
and behaviour (Crompton & McKay, 1997). It can be defined as the ‘global integrating network of 
biological and cultural forces which gives value and direction to travel choices, behaviour, and 
experience’ (Pearce, Morrison, & Rutledge, 1998, p. 215). Tourist motivation embraces 
psychological as well as physiological facets because travel is expected to satisfy different levels 
of needs such as psychological (e.g., intrinsic, personal, and interpersonal rewards) and 
physiological needs (e.g., food, shelter, safety, health, and fitness) (Mak, Wong, & Chang, 2009; 
Witt & Wright, 1992). Since tourist motivation exerts significant influence over tourist choice and 
behaviour, it can be a significant force affecting tourist food consumption. For example, a tourist 
motivated to visit a destination by its cultural factors may be more inclined to try local traditional 
food in order to explore the local food culture.  
 
Following on Fields’ (2002) proposition, motivations underlying food consumption can be 
regarded as multi-dimensional. Some recent studies provide additional empirical evidence to 
substantiate this contention. For example, based on a series of qualitative interviews, Kim et al. 
(2009) identified nine motivational factors underlying the consumption of local food: exciting 
experience, escape from routine, health concern, learning knowledge, authentic experience, 
togetherness, prestige, sensory appeal, and physical environment. Drawing on data from a series 
of on-site focus group interviews and participant observation with Chinese tourists holidaying in 
Australia, Chang et al. (2010) classified Chinese tourists’ food preferences into three distinct 
categories: Chinese food, local food, and non-fastidious about food selection. The underlying 
motivational factors for favouring each preference were identified as: (1) Chinese food: core 
eating behaviour, familiar flavour, and appetizing assurance; (2) local Australian food: explore 
local culture, authentic travel experience, learning/education opportunity, prestige and status, 
14 
 
reference group influence, and subjective perception; (3) non-fastidious about food selection: 
group harmony, compromising in supporting experience, and prejudiced advocacy.  
 
Based on the above findings, motivational factors underlying tourist food consumption can 
be conceptually classified into five key dimensions: symbolic, obligatory, contrast, extension, and 
pleasure. The symbolic dimension refers to the motivators that signify the symbolic meanings of 
food consumption to the tourists, and includes factors such as explore local culture, authentic 
experience, learning/education, prestige and status (Mak, Lumbers, & Eves, 2011). The obligatory 
dimension reflects the essentiality of food consumption in tourism, and includes factors such as 
health concern, and the physical need for sustenance. The contrast dimension denotes the 
motivation to seek contrast from the tourists’ daily routine experience (Quan & Wang, 2004), and 
includes factors such as exciting experience and exploring new food. In contrast, the extension 
dimension refers to the motivations to seek food experiences that extend the tourists’ daily routine, 
and includes factors such as core eating behaviour, and familiar flavour. Finally, the pleasure 
dimension covers the motivations to seek pleasure from the food experience, and includes factors 
such as sensory appeal and togetherness. 
 
The classification is based on the following theoretical underpinnings. From the tourist 
product perspective, food in tourism can be seen as an ‘attraction’ (Hjalager & Richards, 2002), 
and yet, can also be viewed as an ‘impediment’ which discourages tourists from visiting a 
destination (Cohen & Avieli, 2004). This schism is principally based on different emphases on the 
‘symbolic’ and ‘obligatory’ dimensions of food consumption in tourism. Generally, food 
consumption in tourism is recognised as a ‘symbolic’ form of consumption (Mak et al., 2011). 
Certain ‘cultural’ theories pertaining to food consumption and dining out in the general context are 
adopted to explicate the ‘symbolic’ nature of food consumption in tourism, for example, the 
cultural capital theory discussed above. On the other hand, food consumption in tourism also 
possesses an ‘obligatory’ nature (Richards, 2002). As Quan and Wang (2004, p. 302) put it, ‘a 
large portion of food consumption in tourism can be seen as the supporting experience for tourists 
to complete or realize their main purpose of travel’. From the tourist experience perspective, food 
consumption in tourism can be conceptually distinguished into ‘supporting consumer experience’ 
and ‘peak touristic experience’ (Quan & Wang, 2004). This distinction is based on food 
consumption’s relationship to tourists’ daily routine, whether it is contrasting, intensifying, or 
merely extending the daily routine experience. In other words, this approach accentuates the 
importance of the ‘contrast’ and ‘extension’ dimensions in interpreting food consumption in 
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tourism. Lastly, tourism and gastronomy are often regarded as hedonic products (Kemperman et 
al., 2000; Kivela & Crotts, 2006), for which fun, pleasure, or enjoyment is a primary benefit 
(Carroll & Ahuvia, 2006). Hence, the ‘pleasure’ dimension can be an inherent dimension in food 
consumption in tourism. 
 
 
4. Conclusion 
This study has consolidated the relevant perspectives on tourism, food consumption, and 
sociological research to identify the salient factors affecting tourist food consumption. The 
findings open up many new possibilities for research into food consumption in tourism. By 
drawing on Randall and Sanjur’s (1981) food preference model, this study posits that factors 
affecting food consumption in the context of tourism can be classified into three key areas 
concerning the tourist, the food in the destination, and the destination environment (Fig. 2). 
Although the factors listed under each area may not be exhaustive, it provides a clear and cogent 
framework for further investigation into the factors pertaining to the food and the destination 
environment.  
 
In addition, by reviewing available research evidence in the hospitality/tourism literature 
and synthesising insights from food consumption and sociological research, this study identified 
five major socio-cultural and psychological factors influencing tourist food consumption: 
cultural/religious influences, socio-demographic factors, food-related personality traits, exposure 
effect/past experience, and motivational factors. It is posited that the five factors are potentially 
interrelated. For example, cultural/religious influences may have varying degrees of influence on 
socio-demographic factors. Similarly, food-related personality traits may affect exposure and past 
experience, and the influence can be reciprocal. Tourists with different cultural/religious 
backgrounds and socio-demographic characteristics, and with varying food-related personality 
traits and exposure and past experience may have different motivations towards food consumption 
in tourism. Furthermore, the findings support existing evidence that motivational factors are 
important variables influencing tourist food preference. By analysing the findings of previous 
studies, this study proposes that the motivational factors can be theoretically categorised into five 
main dimensions: symbolic, obligatory, contrast, extension, and pleasure. This classification of the 
dimensions affords a generalisable framework (Fig. 3) for future investigation into the 
motivational factors underlying tourist food consumption in different settings, making comparison 
of results possible. 
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* please insert Fig. 3 about here 
 
 
Despite the contributions of the findings, a number of limitations in this study should be 
noted. First, given that food consumption behaviour is affected by a wide range of interacting 
factors (Köster, 2009), the proposed framework therefore does not incorporate all possible factors 
that affect tourist food consumption. For example, physiological effects such as hunger and satiety 
(Shepherd, 1985) are not included in the framework (Fig. 3), but are included in the broader model 
which summarised the wide ranging factors affecting food consumption in tourism (Fig. 2). Rather, 
the focus of the framework is on the socio-cultural and psychological factors that influence the 
food consumption behaviour of tourists instead of being destination-specific or cuisine-specific. 
Hence, the framework’s generalisability is enhanced and can be adopted as a framework for 
studies in various settings. Second, attitude is not included in the model due to the belief that 
attitude accounts for considerably less of the variance in more ‘global dietary behaviours’ than 
‘specific dietary behaviours’ (Conner & Armitage, 2006). In other words, attitude might have 
better explanatory power for consuming a particular type of food (e.g., different types of fruits or 
organic food) than for consuming a variety of food in more complex situations (e.g., various food 
items/cuisines in a destination). In addition, Sherman and Fazio (1983) point out many parallels 
between attitudes and personality. Hence, to a certain extent, food-related personality traits (in 
particular food neophobia) can reflect tourists’ attitude towards novel and familiar food items. 
Finally, given the theoretical nature of the model, further research is required to determine its 
utility and validity. 
 
Understanding tourists’ needs and wants in terms of food consumption is of paramount 
importance to hospitality businesses (Santich, 2007). An in-depth knowledge pertaining to factors 
influencing tourist food consumption is, therefore, extremely valuable to the hospitality sector in 
providing the appropriate tourism dining experiences that can lead to tourist satisfaction. This 
value extends as well to the tourism sector in developing and promoting gastronomic products and 
associated events or activities. Given the current lack of studies focusing on examining tourist 
food consumption systematically and holistically, the framework developed through a 
multidisciplinary approach in this study is believed to contribute to the body of knowledge in the 
field and provides theoretical groundwork for further research. 
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Fig. 1. A schematic representation of the relationship between 
food liking, preference, choice and intake 
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Fig. 2. Factors Affecting Food Consumption in Tourism (adapted from  
‘A Theoretical Model for the Study of Food Preferences’, Randall & Sanjur, 1981) 
 
Food Consumption in Tourism 
Tourist 
 Cultural and religious 
influences (e.g., cultural 
background, religious beliefs) 
 Socio-demographic factors 
(e.g., socio-economic, 
demographic status) 
 Food-related personality 
traits (e.g., food neophobia, 
variety-seeking tendency) 
 Exposure effect and past 
experience  
 Motivational factors  
 Physiological factors (e.g., 
hunger, thirst, satiety) 
 
Food in the Destination 
 Sensory attributes (e.g., 
flavour, aroma, texture, 
appearance) 
 Food content (e.g., ingredients, 
condiments, spices) 
 Methods of preparation and 
cooking 
 Food/cuisine type (e.g., 
national/regional/local cuisine, 
traditions/ meanings attached) 
 Food availability (e.g., types 
available, variety, alternatives) 
 Price, value, and quality 
Destination Environment 
 Gastronomic image/ identity 
(e.g., perceived gastronomic 
image of the destination) 
 Marketing communications 
(e.g., Internet, guidebook, TV 
programmes)  
 Contextual influences (e.g., 
time, place, with whom) 
 Service encounter (e.g., 
expected service quality) 
 Servicescape (e.g., physical 
elements in a consumption 
setting’s built environment)  
 Seasonality (e.g., season, 
temperature of the destination)  
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Table 1. Factors, Key Authors and Related Concepts of Tourist Food Consumption 
 
Factors Key Hospitality/Tourism Authors Related Concepts 
Cultural and religious influences Sheldon & Fox, 1988 
Pizam & Sussmann, 1995 
March, 1997 
Nield et al., 2000 
Torres, 2002 
Hassan & Hall, 2003 
Tse & Crotts, 2005 
Chang et al., 2011 
 
- Culture 
- National culture 
- Tourist’s own food culture 
- Cultural distance 
- Flavour principles  
- Core and peripheral foods 
- Religious beliefs 
 
Socio-demographic factors Sheldon & Fox, 1988 
Pizam & Sussmann, 1995 
Torres, 2002 
Hassan & Hall, 2003 
Tse & Crotts, 2005 
Chang et al., 2011 
 
- Socio-economic status 
- Demographic status 
- Social class 
- Food as social marker 
- Cultural capital 
 
Food-related personality traits Cohen & Avieli, 2004 
Kim et al., 2009  
Quan and Wang, 2004 
Chang et al., 2011 
 
- Food neophobia 
- Food neophilia 
- Variety-seeking 
 
 
Exposure effect and past experience Hall& Mitchell, 2002b 
Richards, 2002 
Cohen & Avieli, 2004 
Tse & Crotts, 2005 
Ryu and Jang, 2006 
Chang et al., 2010 
 
- Mere exposure effect 
- Past experience 
- Past visitation 
- Globalisation 
 
Motivational factors Hall & Mitchell, 2001 
Hjalager & Richards, 2002 
Fields, 2002 
Long, 2004 
Ignatov & Smith, 2006 
Kivela & Crotts, 2006 
Kim et al., 2009 
Kivela & Crotts, 2009 
Chang et al., 2010 
- Tourist motivation 
- Symbolic  
- Obligatory 
- Contrast 
- Extension 
- Pleasure 
 
25 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 3. Factors Influencing Tourist Food Consumption 
 
Motivational Factors 
1. Symbolic 
2. Obligatory 
3. Contrast 
4. Extension 
5. Pleasure  
Socio-demographic 
Factors 
Tourist Food 
Consumption 
Exposure Effect/ 
Past Experience 
Food-related 
Personality Traits 
Cultural/Religious 
Influences 
